















Abstract. In today’s ever chan-
ging competitive environment, 
business cannot survive unless 
they satisfy their customers. The 
delivery of after sales service by a 
company is critical in satisfying 
customer needs and perceptions.  
In order to have quality after sales 
service a proper delivery system 
has to be in place.  This is an 
empirical study on after sales 
quality of Pakistan’s automotive 
battery manufacturer.  The re-
search measured the quality of 
service in Atlas Battery, selling 
product with the brand name of 
AGS by using the Servqual 
method. The data was collected 
using an instrument from previous 
study to study the impact of quality 
of after sales services on customer 
satisfaction. The main variables 
effecting customer satisfaction are 
product quality and social respon-
sibility. The results reveal that 
customer satisfaction increases 
with better service delivery. 
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1.  Introduction  
 
The concept of customer service started in 19
th century. In after sales services 
delivery of service, installations and warranty are significant elements. Customer 
satisfaction level can be increased either by lowering the expectations of the customers 
or by improving the customer’s perception of a service (McColbugh, Berry and 
Yadav, 2000).  When we make a purchase we have many yard sticks to measure the 
quality of the product being bought i.e. style, hardness, color, label, feel, packing, the 
manufacturer etc. If we are not aware of all these then, the price of a product indicates 
its quality through which the supplier gets the clue of the difference between the 
service expected and the actual service delivered to the customer (Zeithaml, 1981). 
If the supplier keeps providing quality service to the customer he in fact 
conforming to the customer expectation consistently (Lewis and Booms, 1983) and 
gets awareness about the required type of service delivery system. The satisfied 
customer is an advertisement in itself which is more reliable for others than any other 
advertisement technique (Bhave, 2002). Service must be designed in a manner that it 
is convenient for the customers to experience it. The two most important aspects are 
range of service and operating time, service provider must offer convenient hours to 
the customers to experience that service (Howat et al., 1996, Ko, Pastore, 2009).  
The managers and the researchers should be clear about the difference 
between satisfaction level and quality of the service perceived by the customers.  This 
research study will help bridge the gap of previous researches and provide direction to 
the service providers in prioritizing their objectives. This study will help them 
concentrate on improving their service to retain the satisfied customer or to maximize 
the delivery of the perceived quality of the service.  
 
2. Literature Review 
 
A number of research studies have been conducted recently to highlight the 
relationship of customer satisfaction and quality of services (cf. Bitner, 1990; 
Bolton, Drew 1991; Parasuraman, Zeithaml, Berry, 1985). Perceived service value 
is one of the competitive advantage factors and fundamental predictor of customer 
satisfaction, brand loyalty and financial performance (McDougall and Levesque 
2000; Cronin, Brady, Hult, 2000; Anderson et al., 1994; Dodds et al., 1991; 
Zeithaml, 1988). Quality of after sales service relies heavily on the organization 
because after selling a product usually organizations feel that it is wastage of 
resources to invest in customer satisfaction. The sole motive of designing a system 
for customer to experience a service is to satisfy him so that the organization may 
get economic benefits (Parasuraman, Zeithaml, Berry, 1985; Greising, 1994; Rust, 
Zahorik, Keiningham, 1995).  An empirical analysis of after sales service and customer satisfaction 
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Service quality is not a product manufactured in a plant which is delivered 
intact to the customers. Service quality involves human capital and the way the service 
staffs delivers that service (Lehtinen, Lehtinen, 1982; Bhatti, Waris, Zaheer, Rehman, 
2011c). The quality of service helps increase the market share if perceived quality of 
service is up to the mark, or lose it if the perceived quality of service is bad 
(Anderson, Zeithaml, 1984; Buzzell, Gale, 1987). Customer satisfaction is only the 
base line and not enough for survival in present intense competition scenario. So the 
aim is a bit higher and it focuses on gaining customer loyalty through enhancing 
customer’s perception about quality of service (Hu, Jay, Thanika, 2009).Service 
quality is a multi dimensional phenomenon (Vandamme, Leunis, 1993; Cronin and 
Taylor, 1992). The customer does wish to get the best return of his money in shape of 
best product or services he buys. If the customer is enjoying service experience then 
he/she normally returns to the provider and may bring along friends and colleagues. 
On contrary dissatisfied customer will share his/her experience with others and 
organization may never know what is going to hit it (Bowman and Narayandas, 2001; 
Machleit and Mantel, 2001). While comparing the product with the competitor’s, 
customer sets the priority about its quality, why it is not good like the other product 
(Bhatti, Khan, Ahmad, Hussain, Rehman, 2011). This is basically the failure of total 
customer satisfaction which in turn is the failure of product. In an ever evolving 
technological environment new and upgraded products with value additions need to be 
produced to meet the customer needs and growing expectations (Porter, 1985). 
Therefore the ability to produce quality product is very necessary besides the 
installation of new machinery (Davidow, 1986). 
In today’s competitive environment delivery of quality service is an essential 
element of success and for the delivery of quality service competent staff plays a 
pivotal role (Dawkins, Reichheld, 1990; Parasuraman, Zeithaml, Berry, 1985; 
Reichheld, Sasser, 1990; Bhatti et al. 2011b). The ability of service providing staff and 
the implementation of their skills can be enhanced by providing them job satisfaction. 
The interaction of the customer and service providing staff is the base of perceived 
service quality (Solomon, Surprenant 1987; Gwinner, Bitner, Brown,  Kumar, 2005). 
After sales service staff should not “Pass The buck” or should not pass the blame and 
must assure the customer that there is someone who is available for assistance. Never 
give a runaround experience to the customer after selling your product. Personal 
interaction of the service staff with the customer with its four sub-dimensions i.e. 
attitude, behavior, expertise and problem solving has the most significant importance 
in perceived services quality (Bowen, Schneider, 1985; Chase, Bowen, 1991; Kohli, 
Jaworski, 1990; Gronroos, 2008).  
The culture of the companies concerning delivery of outstanding services 
reflects from the performance and receptiveness of the employees deputed for the 
customer interaction. So the focus towards the training of the customer service staff in 
connection with the understanding of organizational culture, policies and ingredients Management & Marketing 
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of service and their role in delivery of service and enhancement of skills and 
responsiveness along with their motivation level which will increase their 
effectiveness in the achievement of improved quality of service. As a result the 
efficiency of the firm regarding sales and customer pull will also be increased (Bush et 
al., 1990; Shaharudin, Muzani, Yusof, 2009; Bhatti, Zaheer, Rehman 2011). 
The process through which a service is delivered determines the quality of 
service and pivotal for the customer to gather his notion about perceived service 
quality (Cronin et al., 2000; Parasuraman, Grewal, 2000). All marketing activities 
concerned with the services have sole objective of satisfying customers’ needs and 
wants (Machleit, Mantel, 2001). SERVQUAL is commonly used to measure service 
quality. That model has five dimensions namely tangibility, reliability, responsiveness, 
assurance and empathy. Four out of these five mainly concerns with service delivery 
and the factor of reliability is concerned with the perceived service quality of customer 
(Bebko, 2000).  
The use of latest technology in delivering the service quality is imperative for 
the organizations (Bitner, 2001, Delone, McLean, 2003; Ding and Straub, 2008; 
Zeithaml et al., 2002). The direct or indirect transformation and changes in the market 
need to be changed by the technologically advance companies and the infusion of 
superb technology and striking the market first always pays in shape of good returns in 
the market based on information’s. Changes in technology appear like consecutive 
waves and the vision of the organizations to foresee the next change in shapes of these 
waves ensure their success (Arthur, 1996).  
The systemization of services always enhances the quality of staff 
performance. An average worker or staff member can perform well if a proper system 
exists. Management should emphasis on performance perceived by the customers and 
importance of the strategies to guide the behavioral intentions in the right direction. It 
includes the meeting with the customers; desired service levels, emphasizing the 
prevention of service problem and effectively solving the problems of the customer in 
a cost effective manner. The organizations should be conscious about the impact of 
service quality on profits and what level of service quality must be delivered to retain 
customers (Zeithaml, Berry, Parasuraman;, Iris Mohr- Jackson, 1998).  
Before purchasing goods many tangibles give clue to the buyer about the 
quality of a product such as style, hardness, color, label, feel etc. In the absence of this 
information price of a service or product gives an idea about the quality of service or a 
product. If tangibles of service are discussed we have fewer clues then products. The 
tangibles of service can be the physical facilities of service provider, equipments 
available for, and the service providing staff (Mc Connel, 1968; Olander, 1970; 
Zeithmal, 1981). Services are not an object to touch or feel but they are performance. 
It is very hard to set the explicit standards of manufacturing regarding services.  
Assurance of quality of so many services before their trial is impossible because 
we cannot count, measure, record, experience and confirm them. The companies may  An empirical analysis of after sales service and customer satisfaction 
 
565
face difficulty in knowing the fact about the evaluation of the service quality and its 
perception in the mind of the customers due to intangibility (Ziethaml, 1981). When a 
service provider has an idea how the service will be evaluated by the receiver only 
then the service provider will be able to make changes which results in customer 
satisfaction (Gronroos, 1982; Shostack, 1977) that a customer made on the basis of 
two important elements, service process and service out comes (Dobhilker, Overby, 
2005; Zenith et al., 1990).  
Employees responsiveness, motivation, selling skills, attitude, training, clearer 
role and perception and knowledge of the after sales services are the elements which 
can be judged and have a tangible impact in the after sales service and plays very 
important role on the good will of the company and increase the credibility of the 
organization and enhance the trust and confidence of the customer. Tangibles of 
service include the physical surroundings represented by objects and the appearance of 
employees to welcome the customer comes up with compliments. Tangibles and 
reliability are the two determinants which can be known before purchase (A 
parasuraman, Valarie A. Zeithaml, Leonard L. Berry, 1985). 
To provide a service up to the level of customer satisfaction is in interest of 
the service provider as well as in the interest of customer. Many executives of 
companies have realized that providing better service leads to improve financial gains 
(Germano, 1992, Kearns, Nadler, 1992). It is also a social responsibility to deliver 
what is promised by the service provider. The company must respond to the customer 
either by repairing or replacing the product as promised (Shaharudin, Mzani, Yusof, 
2009). The firms that emphasis on perceived value through quality products or 
services are actually serving the customers and working for long term welfare of the 
people and setting the repurchase behaviors and executing their social responsibilities 
as well. A strong belief and faith of the customers about fair and honest dealing of the 
firm is a perceived reputation (Doney, Cannon, 1997, Drumwright, 1994). The 
customers having deep penetration have high concern about the product or service and 
increase their concentration on better awareness and knowledge regarding product or 
service and gratitude (Perry and Cacioppo, 1983, Zaickowsky, 1985).  
TQM (total quality management) issue may not always results in a boom in 
sales so it may seem to companies that they are wasting their efforts. The organization 
will be ready to invest for customer satisfaction if only it finds that customer 
satisfaction will results in a sizeable profit growth (Newsweek, 1992). If we look at 
customer satisfaction as transaction specific perspective then it is based upon current 
experience of the customer using a service or goods as well as the previous 
experiences and also the anticipated future experience about that particular service or 
goods. Price is also a factor that determines the level of customer satisfaction though 
the quality generally not dependant on price (Anderson, Fornell, Lehmann, 1994).  
There are two type of customer satisfaction (i) Transaction specified (ii) 
Cumulative, in transaction specified is a post purchase evaluation by the customer 
for a specific purchase. On the other hand cumulative satisfaction is an overall Management & Marketing 
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evaluation of the total purchase and consumption experience of a commodity or 
service (Boulding et al., 1993). In the light of previous research work, looking 
beyond the expectations of the customers should be the ultimate goal of the service 
providers in order to enhance the customer satisfaction (Zeithaml, Berry, 1985, 

















Figure  1. Conceptual Framework 
 
3.   Methodology  
 
A quantitative method has been used to ensure the objectivity, to take a 
broad view and reliability of data in which all the participants are selected randomly 
from the population of study by using the random sampling technique. The 
population has been demographically divided into three groups’ rural, urban and 
metropolitan. The research study measured the quality of services in Atlas Battery, 
selling product with the brand name of AGS by using the SERVQUAL method. 
Data was collected through questionnaire specifically developed to study the impact 
of quality of after sales services on customer satisfaction and measured on the 5 
point Likert scale by dividing the questionnaire in independent and dependent 
variables. To collect data for this research the instrument (the different degrees of 
customer response in questionnaire) has been taken from Sureshchandar, 
Chandarsekharan and Antharaman (2002).  
They used these five degrees to gauge the customer perception about the 
services provided by their respective banks. They observed the reliance of 
customer satisfaction on service quality offered by the bank. The item of customer 
satisfaction has been taken from this work to measure the degree of satisfaction of 
the customer. The five degrees scale to measure customer satisfaction is: 
5=Strongly Agree, 4 = Agree, 3 = Neutral, 2 = Disagree, 1 = Strongly Disagree.  
Core service or service product 
Human element of service 
delivery 
Systematization of service 
delivery: non-human element 
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  3.1. Data Analysis 
 
Independent Variables: 
V1: Core service or service product V2: Human element of service delivery 
V3: Systemization of service delivery: Non-human element 
V4: Tangibles of service (service escapes) V5: Social responsibilities 
Dependent Variable: 
V6: Customer Satisfaction 
 
Table 1 
 Model Summary 
 
Change Statistics 


















a  .860  .855  .40312  .860  177.342 5  144 .000  1.869 
  
 
This table provides us the test criteria about the validity of this fitted model. 
The tools that have been applied here for this purpose are R-Square and Adjusted 
R-Square. The R-Square always lies between 0 to +1. The large value i.e., close to the 
1 shows the betterment of the model. Durbin Watson always lies between 0 and 4 and 
Value is close to 2. Adjusted R-Square is modified form of R-Square and gives same 
information’s as R-Square. Here in this model both results R-Square and Adjusted 
R-Square are both significantly large and this shows that our constructed model is 
valid. Table 1 show that the value of Adj-R-Square is sufficiently large and Global test 
is highly significant that shows the validity of model. 
 
Table 2  
ANOVA 
 
Model  Sum of 
Squares  df  Mean Square F  Sig. 
Regression  144.096  5  28.819  177.342  .000
a 
Residual  23.401  144  .163     
1 
Total  167.497  149       
         
 Management & Marketing 
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Here in this model value of F is 177.342 and P-Value is close to zero, which 
shows that global test is significant and fitted model is valid. If P-Value ≤ 0.05 model 
is significant and at P-Value ≤ 0.02 model is highly significant so it is clear that fitted 
model is highly significant because in above table P-Value = 0.000. 
 






Coefficients  Model 
B  Std. Error  Beta 
t  Sig. 
(Constant)  -1.018  .183    -5.572  .000 
V1  .105  .055  .089  1.893  .060 
V2  .255  .081  .229  3.131  .002 
V3  .364  .082  .255  4.421  .000 
V4  .124  .051  .108  2.432  .016 
1 
V5  .420  .086  .352  4.897  .000 
 
a) Dependent Variable: V6 
       
 
Here we observed that V5 has maximum contribution in customer satisfaction 
as compare to the other independent variables. If level of all independent variables is 
nil (Zero) then the customer satisfaction will be –1.018 which indicate the 
dissatisfaction. Significance of the partial regression coefficient is at 5%. In above 
table P-Value of the test statistic (t-test) for constant V2, V3,V4 and V5 is almost zero 
which shows that these factors perform significantly in the model, where as the 
performance of V1 (Core Service or Service Product ) is Comparatively poor. If we 
consider all independent variables in the model then our model is  
V= –1.018 + 0.105 V1 +0.255 V2 + 0.364 V3 + 0.124 V4 + 0.420 V5 
 
4. Results and Discussions 
 
As illustrated in table 3 the results of regression coefficients in our model 
0 = –1.018,  1 =  0.105,  2 =  0.255,  3 =  0.364,  4 =  0.124,  5 = 0.420 are positive and 
significantly large which means that all independent variables V1,V2,V3,V4 and V5 
play significant role in customers satisfaction V6. Here in our model  1 = 0.105 that 
measures the rate of positive change in customer satisfaction due to improvement of V1 
(Core service or service product) similarly  2,  3 , 4 and 5  show the rate of positive  An empirical analysis of after sales service and customer satisfaction 
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change in customer satisfaction due to V2,(Human element), V3 (Systemization of 
service) V4 (Tangibles of service) and V5 (Social responsibility) respectively.  
Results show that all independent variables perform significantly except V1 
that is comparatively less significant but has no negative impact on customers’ 
satisfaction in our model. Different researchers worked on after sales services and its 
impact on customers’ satisfaction in their researches and our findings are in line with 
their results. Reimann et al., (2008) in his research on uncertainty avoidance in 
delivery found the results of coefficient -0.69 that indicates the negative relationship 
between customer satisfaction and uncertainty avoidance in delivery time it means that 
delivery time has positive or direct relation with customer satisfaction, in this work 
coefficient of delivery time is 0.364 and .420 related to the human element of service 
delivery (V2) and social responsibility (V5) respectively both the results are showing 
that V2 and V5 have direct relation and affect on customers’ satisfaction.  
Shaharudin et al. (2009) worked on the affect of delivery time, installation and 
warranty on customers’ satisfaction and in his research study the results of coefficient 
of delivery and warranty are 0.355 and 0.392 that shows the direct relation of both 
independent variables on customer satisfaction. In our model beta value of related 
independent variable V2 and V3 is also highly significant which is 0.255 and 0.364 
respectively that is a clear indication that delivery time and process and commitment 
and promises of the organization about their product enormous influence on the 
customers satisfaction. Agyapong (2010) in her research work on the effects of service 
quality on customers’ satisfaction identified that the impact of competence, tangibility, 
communication and courtesy are positive. The regression coefficients calculated by 
her for above independent variables are 0.451, 0.580, 0.207 and 0.188 respectively. 
All these results are statistically significant and support the results of our model in 
which independent variables V2, V4, V1, and V5 have regression coefficients 0.255, 
0.124, 0.105 and 0.420 and are also statistically significant and have worth to improve 
the customer satisfaction.  
After this cross comparison of the results in same dimension and findings of 
previous researches on the issue we found that Atlas battery should work more on all 
independent variables especially on V1 and V4 which represent core services or 
service product and tangibility for further improvement and meet the expectations of 
the customers.                     
Every starting effort always has many limitations and restrictions. However the 
acknowledgement of these limits always opens the doors for further study in new 
directions. For this research a single brand has been selected to study the impact of 
quality of after sales services on customer satisfaction while the future researcher can 
study the multiple brands to get the response and results from the users in the same 
segment.  The analysis can be used to get results that which variable discriminates well 
between groups on the basis of the classification of the consumer as user or non-user of Management & Marketing 
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any particular brand out of total number of brands available in the market according to 
the age, income and experience of use.   
Perceived quality of after sales services can be taken as an additional variable. 
Geographical and cultural difference may produce the different results regarding 
satisfaction level due to change in requirement, difference of needs and level of 
perception of the people.  
The impact of the five factors have been studied in this research, whereas the 
further research can be conducted to explore the impact of these five factors on the 
overall organizations performance measures like profitability. The incorporate structure 
and frame work of the study can be extended by increasing the number of variables to 
extract the more powerful and comprehensive results to provide more effective 





Agyapong, G.K.Q. (2011), “The Effect of Service Quality on Customer Satisfaction in Utility 
Industry”, International Journal of Business and Management, 6(5): 203-221 
Anderson, C.R. and Zeithaml, C.P. (1984), “Stage of the Product Life Cycle, Business 
Strategy and Business Performance”, Academy of Management Journal, Vol. 27, No. 1, 
pp. 5-24 
Anderson, E.W., Fornell, C., Lehmann, “D.R. (1994), Customer Satisfaction, Market Share, 
and Profitability: Findings from Sweden”, The Journal of Marketing, 58(3):53-66 
Anderson, E.W., Fornell, C., Rust, R.T. (1997), Customer Satisfaction, Productivity, and 
Profitability: Differences between Goods and Services. School of Business Administration 
University of Michigan. Marketing Service, 16(2)129-145 
Bhave, A.   (2002), “Customer Satisfaction Measurement, Featured  Article, Symphony 
Technologies”, Quality and Productivity Journal, February 
Bhatti W.A., Zaheer A., Rehman K (2011a), “The effect of knowledge management practices 
on organizational performance: A conceptual study.” African Journal of Business 
Management, 5(7), pp. 2847-2853, April 04 
Bhatti W.A., Khan MN., Ahmad A., Hussain N., Rehman K. (2011b), “Sustaining Competitive 
Advantage through effective knowledge management.” African Journal of Business 
Management, 5(8), pp. 3297-3301, April 18 
Bitner, M.J. (1990), “Evaluating service encounters: the effects of physical surroundings and 
employee responses”, Journal of Marketing, 54, 69-82 
Bolton, R.N., Drew, J.H. (1991), “A Multi-stage Model of Customer’s Assessments of Service 
Quality and Value,” Journal of Consumer Research, 17 (4), 375-384 
Bowman, D., Narayandas, D. (2001), “Managing Customer-Initiated Contacts with Manufactures: 
The Impact on Share of Category Requirements and Word-of-Mouth Behavior,” Journal of 
Marketing Research, Vol. 38: 281-297 
Brady, M.K., Cronin Jr., J.J. (2001), “Some New Thoughts on Conceptualizing Perceived 
Service Quality: A Hierarchical Approach”, The Journal of Marketing, 65(3):34-49  An empirical analysis of after sales service and customer satisfaction 
 
571
Boulding, W., Karla, A., Staelin, R., Zeithaml, VA. (1993), „Dynamic Process Model of 
Service Quality: From Expectations to Behavioral Intentions” Journal of Marketing 
Research, 30(1):7-27 
Buzzell, R.D., Gale, BT. (1987), The PIMS Principles The Free Press, New York, NY 
Caro, L.M., Antonio, J., Garcia, M. (2007), “Measuring Perceived Service Quality in Urgent 
Transport Service”, Journal of Retailing and Consumer Service, 14, 60-72 
Chase, R.B., Bowen, B.D. (1991), “Service Quality and the Service Delivery System” in S.W. 
Brown, E. Gummersson, B. Edvardsson and B. Gustavasson (eds.), Service Quality: Multi-
Disciplinary and Multi-National Perspectives, Lexington Books, Lexington, MA 
Cronin, J.J., Brady, M.K., Hult, G. (2000), “Assessing the eﬀects of quality value and customer 
satiﬁcation on consumer behavioral intentions in service environments”, Journal of 
Retailing 76 (2): 193–215 
Cronin, Jr., J.J., Taylor, SA. (1992), “Measuring Service Quality: A Re-examination and 
Extension”, The Journal of Marketing, 56(3):55-68 
Davidow, W. (1986). Marketing High Technology, The Free Press, New York 
Dodds, WK.,  Priscu, JC.,  Ellis, BK. (1991), “Seasonal uptake and regeneration of inorganic 
nitrogen and phosphorus in a large oligotrophic lake: size fractionation and antibiotic 
treatment”, Journal of Plankton Research 13:1339–1358 
Fornell, C., Johnson, M.D., Anderson, E.W., Cha, J., Bryant, B.E. (1996), “The American 
Customer Satisfaction Index: Nature, Purpose, and Findings”, The Journal of Marketing, 
60(4):7-18 
Greising, D. (1994), “Quality: how to make it pay”, Business Week, 8 August, pp. 54-9 
Gronroos, C. (2008), „Service logic revisited: who creates value? And who co-creates?”, 
European Business Review, 20(4) : 298-314 
Gwinner, K.P., Bitner, M.J., Brown, S.W., Kumar, A. (2005), “Service customization through 
employee adaptiveness”, Journal of Service Research, Vol. 8, No. 2, pp. 131-48 
Hernon, P., Nitecki, D.A., Altman, E. (1999), “Service Quality and Customer Satisfaction: An 
Assessment and Future Directions”, The Journal of American Librarianship, 25(1): 9-17 
Hu, H.H., Kandampully, J., Juwaheer, T.D. (2009), “Relationship and Impacts of Service 
Quality, Perceived Value, Customer satisfaction and image: empirical study”, The service 
Industries Journal 29(2): 111-125 
Kohli, A.K., Jaworski, B.J. (1990), “Market Orientation: The Construct, Research 
Propositions, and Managerial Implications”, Journal of Marketing, 54 (April), 1-18 
Korda, A.P., Snoj, B. (2010), “Development, Validity and Reliability of Perceived Service 
Quality in Retail Banking and its Relationship with Perceived Value and Customer 
Satisfaction”, Managing Global Transactions 8 (2): 187-205 
Lacobucci, D., Ostrom, A., Grayson, K. (1995), “Distinguishing Service Quality and Customer 
Satisfaction: The Voice of the Consumer”, Journal of Consumer Psychology, 4(3):277-303 
Lehtinen, J.R., Lehtinen, U. (1982), “Service quality: A study of quality dimensions.   
Unpublished working paper”, Service Management Institute, Helsinki 
Lewis, R.C., Booms, B.H. (1983), “The marketing aspects of service quality”, in L.L. Berry, G.L. 
Shostack, G.D. Upah (eds.), Emerging perspectives in services marketing (pp. 99-107), 
Chicago, IL: American Marketing Association 
Machleit, K.A., Mantel, S.P. (2001), “Emotional response and shopping satisfaction 
Moderating effects of shopper attributions”, Journal of Business Research 54 (2):97-106 Management & Marketing 
 
572
McCollough, M.A., Berry, L.L., Yadav, M.S. (2000), “An empirical investigation of customer 
satisfaction after service failure”, Journal of Services Research, 3:121-137 
McDougall, G.H.G., Levesque, T. (2000), “Customer satisfaction with services: putting 
perceived value into the equation”, Journal of Services Marketing 14 (5): 392–410 
Meng, J., Elliott, K.M. (2009), “Investigating Structural relationship between Service Quality, 
Switching Cost and Customer Satisfaction”, Journal of Applied Business and Economics 
Mohr-Jackson, I. (1998), “Managing a Total Quality Orientation Factors Affecting Customer 
Satisfaction”, International Marketing Management 27, 109-125 
Parasuraman, A., Zeithaml, V.A., Berry, LL. (1985), “A Conceptual Model of Service Quality 
and Its Implications for Future Research”, Journal of Marketing, 49(4):41-50 
Paterson, P.G. Spreng, R.A. (1997), “Modeling Relationship between Perceived Value, Satisfaction 
and Repurchase intentions in Business to Business Services Cintact: an empirical examination”, 
International Journal of Service Industry Management, 8 (5)414-434 
Porter, M. (1985), Competitive Advantage. New York, Free Press 
Reichheld, F.F., Sasser, W.E. (1990), “Zero defection: quality comes to services”, Harvard 
Business Review,Vol. 68 No. 5, pp. 105-11 
Riemann, L., Leitet, C., Pommier, T., Simu, K., Holmfeldt, K., Larsson, U. (2008), “The native 
bacterioplankton community in the central Baltic Sea is influenced by freshwater bacterial 
species”, Applied Environmental Microbiology 74: 503–515 
Rust, RT., Zahorik, AJ., Keiningham, TL. (1995), “Return on Quality (ROQ): Making Service 
Quality24 / Journal of Marketing, October 2002 Financially Accountable”, Journal of 
Marketing, 59 (April), 58–70 
Schneider, B., Bowen, DE. (1985), “Employee and customer perceptions of service in banks:   
Replication and extension”, Journal of Applied Psychology 70 (3) 423-433 
Shaharudin, MR. Muzani, K. Yusof, M. (2009), „Factors Effecting Customer Satisfaction in    After 
Sales Service of Malaysian Electronic Business Market”, Canadian Social Science, 5(6): 10-18 
Surprenant, CF., Solomon, MR. (1987), “Predictability and personalization in the service 
encounter”, Journal of Marketing, Vol. 51, No. 2, pp. 86-96 
Vandamme, R. Leunis, J. (1993), “Development of a Multiple-Item Scale for Measuring Hospital 
Service Quality”, International Journal of Service Industry Management, 4(3), 30-49 
Xu, DJ., Benbasat, I. Cenfetelli, RT. (2009), “The Effect of Perceived Service Quality, 
Perceived Sacrifice and Perceived Outcome on online Customer Loyalty”, Thirteen 
International Conference on Information system Phoenix, Arizona 
Ziethaml, VA. (1988), “Consumer Perceptions of price, Quality, and value: A Means-End     
Model and Synthesis of Evidence”, Journal of marketing, Vol. 52, No. 3, pp. 2-22 
Zeithaml, V.A. (1981), “How Consumer Evaluation   Processes Differ  Between Goods and 
Services”, in James H. Donnelly  and William R. George (eds.), Marketing of Services (pp. 
186-190). Chicago: American Marketing Association 
Zethaml, V.A. Berry, L.L. Parasuraman, A. (1996), “The Behavioral  Consequences of Service 
Quality”, Journal of Marketing, 2: 31-46 
Zeithaml, V.A., Parasuraman, A., Malhotra, A. (2002), “Service Quality Delivery through Web 
Sites: A Critical Preview of Extant Knowledge”, Journal of Marketing Science. 30(4): 362-375 
Zhu, D.S., Lin, C.T., Tsai, C.H.  (2010), “A Study on the Evaluation of Customer Satisfaction-
The Perspective of Quality, International Journal for Quality research”, 4(2): UDK-005.521 
Original Scientific Paper (1.01) 